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Banner Testing
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General 2
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Dark Skys
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Bryce
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Zion
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New- Poetic
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New- Changing
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Videos

Kodachrome Dark Skies :15 Robbers Roost :15 Gooseberry Mesa :15

http://www.youtube.com/watch?v=2_9TKsguPQE
http://www.youtube.com/watch?v=yddz1t61ats
http://www.youtube.com/watch?v=u4JYQ1bhoSI


Campaign Performance



Digital Summary
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● The Southern Utah Winter campaign campaign generated over 236k post impressions, for a total PIR of .75%. 
This is an increase in post impression activities of more than 2x compared to last years December board 
report. 

● There were 736k hotel searches amounting to a total estimated revenue of $9.6M, this is a 261% increase 
since last board meeting. 

○ ADR $149.26



Ecosystem Data

Love Communications                                                                    

15% Increase in ADR from travelers exposed to our campaign compared to last years 
Southern Utah Winter campaign (through January of 2021).
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Ecosystem Data

Love Communications                                                                    

43% Increase in ADR from travelers exposed to our campaign compared to the 
baseline Adara observes for all those booking a trip to Utah ($104.3 vs. $149.26).
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Aggregated Creative Performance
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New- Poetic
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New- Changing



Aggregated Creative Performance - Bookings
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Aggregated Creative Performance - Pre-Roll

UOT Southern Utah+ Winter         2021/2022                                                                         Love Communications                                                                    



Aggregated Creative Performance - Pre-Roll
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Content Marketing Performance



CAMPAIGN TRAFFIC

107K
Sessions on VisitUtah.com

28%: Organic Social
24%: Native Advertising
16%: Organic + Paid Search
14%: Paid Social

$1.43M
Revenue generated

$149.18 ADR

Nov. 1 - Jan 11



CAMPAIGN LANDING PAGE

50K
Pageviews

#2
Most-visited page on 
VisitUtah.com



CAMPAIGN HIGHLIGHTS



 

First-time on the snow, 
Francesca teamed up 
with us to showcase 
Southern Utah as an 
accessible destination 
for winter activities 
both on and off the 
slopes.  

ORGANIC
SOCIAL



https://docs.google.com/file/d/1DtS3MAkEUP-IulSu7C3auoPkiCJhsOs7/preview


 

Ski + Southern Utah 
combined influencer 
trip starting next week.

INFLUENCER 
MARKETING



 

NEW CONTENT



 

Native articles have 
generated roughly 
$3.1M in hotel 
revenue with “Find a 
Winter Refresh in 
Utah’s State Parks” 
driving the most 
efficient bookings.

NATIVE



 

All videos are 
performing above 
benchmarks. 

Fishlake National 
Forest video is up to 
311,000 impressions.

YOUTUBE



 

Sunday long-form 
emails featuring winter 
in Southern Utah 
content generated 
more than 92,000 
opens. 

NEWSLETTER



Native Performance

Love Communications                                                                    

● Native articles have generated roughly $3.1M in hotel revenue with Find a Winter Refresh driving the most 
efficient bookings.

● Alpine, Apres, Arches is driving the most page views with more than 14k as well as a strong time on page of 
2:35. 

● The article with the strongest engagement is Winter’s Desert: Visiting Southern Utah in the Slow Months with 
an average time on page of 3:39.
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YouTube Campaign Performance
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Video Impressions View Rate (40% 
benchmark)

Completed 
View Rate (20% 

benchmark)

Fishlake National Forest 311,705 53.4% 23.2%

Anne Kaferle 94,712 54.9% 24.1%

Manti-La Sal 73,070 67.0% 25.7%
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Ski+ Campaign Performance Update
 The Utah Office of Tourism
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Banner Messaging



IN UTAH
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DEEP STORMS
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GENERAL WINTER
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GENERAL SEASON
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FAMILY MAGIC

UOT SKI+         2021/2022         WHY WINTER EXISTS                                                                                                                                           Struck                                                                 Addresses Marketing Goals:      1, 2, 3



FAMILY HERE
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SNOW TOTAL 
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Campaign Performance



Digital Summary
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● The Ski+ campaign generated over 255k post impressions, for a total PIR of .57%. 
● There were over 1M hotel searches amounting to a total estimated revenue of $15.2M. This has increased 

300% since our December board meeting.
○ ADR $168.79



Campaign YOY Data
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15%

9%

Increase in ADR from travelers exposed to our campaign compared to the 
2020/2021 campaign.

Increase in ADR from travelers exposed to our campaign compared to the 
2019/2020 campaign.



Bookings from January 2021:
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Ecosystem Data
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62%

13%

Increase in ADR from travelers exposed to our campaign compared to the 
baseline Adara observes for all those booking a trip to Utah ($104.3 vs. $168.79).

Increase in ADR for our long-distance markets on-average compared to those 
markets closer to Utah (i.e., Vegas, Phoenix, et cetera).



Aggregated Creative Performance - All Partners
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Aggregated Creative Performance - Bookings
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GENERAL WINTER
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GENERAL SEASON
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Video Spots
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:15 Family

https://docs.google.com/file/d/1V_StoCOJ4pwaHHPfclI46xD6J-QiJD96/preview
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:15 Ski

https://docs.google.com/file/d/1VtZ4mTQl0zSAQKffKBYVKhN1kn7UPNFx/preview
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:15 General Audiences

https://docs.google.com/file/d/1V__KM3M-u36D927B_05FSMrHUFb03NTH/preview
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:30

https://docs.google.com/file/d/1Vq-lWzIQo06nZdxCuZ7hk0Maov4ltSoA/preview


Aggregated Creative Performance - Pre-Roll
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Content Marketing Performance 



CAMPAIGN TRAFFIC

273K
Ski+ Sessions on VisitUtah.com

35%: Paid Search
27%: Organic Search
10%: Native Advertising
8%: Paid Social

$3.37M
Revenue generated

$167.49 ADR

Nov. 1 - Jan 11



56%

Fly Market

January visitation to Ski+ content on VisitUtah.com, Google Analytics

SITE TRAFFIC ORIGIN

30%

Drive Market

10%

Utah

3%

International



VISITUTAH.COM/WINTER

24K
Pageviews

2:28
Average Time on Page



THE CREATIVE 



That tiny little miracle of 
nature…is the closest thing to 
magic that I’ve ever found.”

— Photographer Angie Payne



https://docs.google.com/file/d/1DcrvivTNTcIICm9tUxyI5RRE5f9XDRnQ/preview




http://www.youtube.com/watch?v=E36UUR1buIw&t=285


http://www.youtube.com/watch?v=W1lucN3Exls&t=208




 



https://docs.google.com/file/d/1K2paQl4MhIbVV-49FNJtZYFfEsOQb5sI/preview








PERFORMANCE 
HIGHLIGHTS



 

Four influencers visiting 
Utah in the next four 
weeks. 

1     2     3     4     5     6     7     8

INFLUENCER 
MARKETING



 

Great engagement with 
our snowflake macro 
photography content. 

+ 194K reached
+ 10K engagements

ORGANIC
SOCIAL

1     2     3     4     5     6     7     8



 

VisitUtah.com's ski 
content saw a 30% 
increase in average 
keyword ranking since 
the end of November. 

1     2     3     4     5     6     7     8

GOOGLE
SEARCH



 

PAID
SEARCH

Bookings that follow a 
VisitUtah.com paid 
search ad engagement 
are at $187.16, up 46% 
over last season.

1     2     3     4     5     6     7     8



 

To date, 100% of all 
SKI+ coverage has 
been in a KPI outlet, in 
key regional and 
national publications 
and media outlets.

1     2     3     4     5     6     7     8

PUBLIC 
RELATIONS



 

An Ode to Winter with 
the Utah Symphony is 
up to 199K impressions 
with 3:26 minutes 
average percentage 
viewed (above 
benchmark). 

1     2     3     4     5     6     7     8

YOUTUBE



 

Nativo: “Bringing Black 
Heroes to the 
Mountain” article is 
driving the most clicks.

Storygize: “Insider’s 
Guide to Ogden” 
article is driving the 
most clicks, plus 15K 
pageviews.

1     2     3     4     5     6     7     8

NATIVE



 

Sunday long-form 
emails featuring Ski+ 
campaign-related 
content generated 
more than 193,000 
opens. 

1     2     3     4     5     6     7     8

NEWSLETTER





Storygize Native Performance
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● How to Prepare for Your Utah Ski Vacation is driving the second strongest engagement across the entire native 
advertising campaign with an avg time on page of 2:01. 

● The most clicked on native ad insiders Guide to Ogden has driven over 15k page views.



Nativo Native Performance
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● With an avg time on page of 1:44, Picking the 
Best Utah Ski Resort is driving the strongest 
engagement in our campaign with Nativo. 

● Our article about Utah’s easy access is driving the 
fewest page views but the second strongest 
engagement.



Nativo Native Performance
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● Our most clicked on article is, Park City Artist 
Who Brings Black Heroes to the Mountain, with 
over 9k page views. 



YouTube Campaign Performance
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Video Impressions View Rate 
(40% benchmark)

Completed 
View Rate 

(20% benchmark)

Sympho Ski 199,641 58.3% 25.1%

Powder Cats 121,312 58.5% 38.6%

Journey to Utah 59,030 47.8% 19.2%



Sympho Ski:
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https://docs.google.com/file/d/1lic5ORx48aB-pkQBp1loIoFRVu3oqfGj/preview
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GENERAL

The Greatest Snow on Earth®

One of our most important sub-brands, The Greatest Snow on Earth® (GSOE) is a critical element of our “ski and 
snow quality” campaign message (see slide 8 for all 5 key messages). We should be using this sub-brand whenever 
we’re talking about Utah snow, if possible, to continue supporting the association between Utah and great powder.

● Advertising / Creative: Produce a new :15 “Greatest Snow on Earth®”-dedicated spot
● Native Advertising: Marcophotography Photo Essay
● Paid Search: Review branded ad group and related keywords
● Social: Weather Wednesdays snow reports with @wasatchsnowforecast on Instagram Story, snow quality 

article distribution
● VisitUtah.com: campaign landing page mentions, snow landing page; mentioned in copy throughout other 

winter pages 
● Email: Include a Greatest Snow on Earth® section in December newsletter
● PR: Stories about ski/snow quality: Local expert voices set the science behind the snow; From plane to pow 

→ why you’ve gotta go when it’s going to snow; the midweek miracle. 

https://www.visitutah.com/plan-your-trip/plan-your-ski-trip/utah-weather-and-snow

